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Abstract:

The banking servicesin Indiahave gone through many
fold changes. Accessing the account from a distant
placeisnot aprivilegebut minimum services offerings
in today's world. One of such facility is internet
banking. The wider acceptance of Internet Banking
isduetoitsinherited time and cost saving benefitsto
mutual side viz. bank and the customer. It shows an
attitudinal preference as well as transformation by
customers. Assuch attitudeisahypothetical construct
that represents an individual's like or dislike for an
object/ item. Attitudesare positive, negative or neutral
views of an object. Thispaper highlights component
of attitude for internet banking services through
empirical study using The Theory of Planned
Behavior
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Attitude research has had a pervasive impact on the
understanding of consumer behavior in general with
the devel opment of awide range of attitude theories
(Lutz 1991). Researchers that assess attitudes do
this by asking questions or making inferences from
behavior. Attitudes are not directly observable, but
must be inferred from what consumers say. Or in
other words attitude assessment procedures assess
therespondent's eval uation of the attitude object. The
term is often defined as (Fishbein and Ajzen 1975):
"alearned predisposition to respond in aconsistently
favorable or unfavorable manner with respect to a
given object". As seen in this definition the concept
object has a central place in attitude theories. If we
wereinterested in learning about consumers attitude
toward online shopping our object might includethe
Internet (technol ogy), payment, security and delivery.
Literature Review

Internet Banking

Internet banking becomes a major trend in the
financial marketplace and the number of users of
theinternet banking hasbeen increasing significantly.
Internet banking isanew type of information system
that usestheinnovative resources of the Internet and
WWW to enable customers to effect financial

activitiesin virtual space (Grandy T. 1995). One of
the first examples of the growing importance of
information systems in the banks was the
establishment in October 1995 of fully-fledged virtua
banking by the Security First Network Bank in the
USA (Shih Y., Fang K., 2004). This venture has
subsequently attracted considerable attention in
financid andinformati on technology communities. In
case of India, commercial banks have been quick to
realize the importance of internet banking to
competitive advantage. Internet banking usersin India
have risen dramatically after its introduction. With
the introduction of internet banking, customers can
now perform transactions by themselves.

Internet banking isextremely beneficial to customers
because of the savings in costs, time and space it
offers, its quick response to complaints, and its
delivery of improved services, all of which benefits
make for easier banking (Turban, E., Lee, J., King,
D. and Chung, H. M., 2000). Bank customers, now,
perform their banking transactions at the place and
time of their choice because of internet banking.
Although internet banking may help banksto reduce
costs, time and space, there are important
considerations such as the factors that influence
intention to use internet banking and that affect
adoption to use new forms of internet banking.
Research on the determinants of internet banking
usage may, therefore, enhance the understanding of
a customer's intention to use internet banking, and
show how thisintention affect internet banking usage
behavior.

In recent years, understanding why people accept or
reject computer systems such asinternet banking has
proven to be one of the most challenging issues in
information system research (Swanson, E. B., 1988).
Attitude

The heart of attitude research has been to specify
the composition of an attitude to better understand
and predict behavior. Each of these model sthat have
been devel oped provides a different perspective on
the number of component parts of an attitude and
how those parts are arranged or interrelated. The
most used model in consumer behavior research is
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the (Theory of Reason Action) TRA and (Theory of
Planned Behavior) TPB. These two modelswill be
described and analyzed in relationship to their
contribution to understand and predict behavior.
Theory of Reasoned Action

The Theory of Reasoned Action (TRA) is amodel
that findsitsoriginsinthefield of social psychology.
Thismodel devel oped by Fishbein and Ajzen (1975)
defines the links between beliefs, attitudes, norms,
intentions, and behaviorsof individuals. Accordingto
this model, a person's behavior is determined by its
behavioral intention to perform it. Thisintention is
itself determined by the person's attitudes and his
subjective normstowards the behavior. Fishbeinand
Ajzen (1975, p. 302) define the subjective norms as
"the person's perception that most people who are
important to him think he should or should not perform
the behavior in question”" (Fishbeinand Ajzen 1975,
p.302)

The scope of interest to attitude researchers is
voluntary actions, ones under the person'svaolitional
control. The most immediate determinant of such
action is, from this perspective, presumably the
person's behavioral intention - what a consumer
intendsto do. TRA isamodel developed by Martin
Fishbein and Icek Ajzen (Fishbein and Ajzen 1975)
which proposesthat one'sintention to perform or not
perform a given behavior is a function of two
cognitive variables: (1) one's attitude toward the
behavior in question, and (2) one's subjective norm,
which represent one's general perception of how
important others desire the performance or non-
performance of the behavior. From this, intentions
areinfluenced both by personal attitudinal judgments
(consumers personal eval uation of shopping online)
and by social-normative considerations (what
consumersthink other peoplethink they shoulddoin
proportionto shop online). It isimportant to note that
the TRA model isrelevant to behavior that isunder
thevolitiond control of theperson (Fishbeinand Ajzen
1975). The TRA model is expressed asfollows:

Bl (Behaviora Intention)) = AB (w1) + SN (w2)
Here, Bl refers to one's behavior intention; AB
represents one's attitude toward the behavior; SN
represents one's subjective norm; and wl and w2
represent thewei ghtsfor each factor. Thisrelationship
between the key variables attitude/intention and
behavior isshowedinfigure 1.

TRA asoclaimsthat al other factorswhichinfluence
the behavior only do so in an indirect way by
influencing the attitude or subjective norms. Fishbein
and Ajzen (1975) refer to these factors as being

external variables. These variables can be for
example, the characteristics of the tasks, of the
interface or of the user, the type of development
implementation, the political influences, the
organizational structure, etc. (Davis, Bagozzi and
Warshaw, on 1989). A meta-analysis on the
application of the theory of reasoned action showed
that themodel can producegood predictionsof choices
made by an individual when facing several
aternatives (Sheppard, Hartwick, and Warshaw, on
1988).
All models that try to explain and predict behavior
have limitations. The TRA model developed by
Fishbein has a composition where behavior may be
predicted from measures of behavior intention only
under certain closely specified conditions (Ajzenand
Fishbein 1972; Fishbein 1973). Thismean that high
correlations between intention and behavior are
attainable only when (Foxall 2005):
% the cognitive measures and measures of
behavior are equally specific
s the period of time which intervenes between
the measurement of the behavioral intention and
that of the behavioral criterion isvery short
¢ when novel consequences of behavior or
reference group eval uations of the action under
investigation do not intervene
< when the behavior is voluntary and amenable
to reason
< when the intention which accurately predicts
behavior isthat whichimmediately precedesthe
act
These premises reduce the TRA model's ability to
predict consumer behavior. Restricting the TRA to
behavior that is volitional means it requires only
motivation onthe part of theindividual (Foxall 2005).
Consumer behavior includes enactment preconditions
such as resources, skills and cooperation. In
conclusion, the TRA model has limitations when
researchers shall try to predict consumer behavior.
And, because of itsrelation to meta-theory, theTRA
model providesimperfect information to those who
work with the adaptation of electronic commerce
application.
Theory of Planned Behavior
The Theory of Planned Behavior (Ajzen, on 1985;
on 1991) is an extension of the Theory of reasoned
action. According to theauthor, the need for thisnew
model resultsfrom limitations on behaviorsonwhich
people had little control. Ajzen added therefore athird
element to hismodel, which according to himhasan
influence on aperson'sintention to perform abehavior
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which he called perceived behavioral control.
Perceived behaviord control referstoreadily available
resources, skills, and opportunities as well as the
person's own perception towards the importance of
achieving the results. The concept of Perceived
Behavioral Control is close to the concept of self-
efficacy of Bandura (1982). The latter explainsthat
beliefs of anindividual concerning his self-efficacy
can have an influence on his choice of activities, his
preparation for the activity and finally on the effort
that he will exert during the activity in question.
Therefore, if for example two individuals have the
strongintention to learn anew language, the onewho
thinksthat hewill succeed in mastering it, istheone
who will tend to persevere more than the other who
doubtsin his capacities (Ajzen, 1991).

Ajzen's model uses three variables (attitude,
subjectivenorms, and perceived behavioral control)
to demonstrate the direct influence that they have on
the behavioral intention. The behavioral intentionin
turn influences the behavior. The figure below
illustratesthe links between the variousvariables:

B ~ Bl =AB (wl) + SN (w2) + PBC (w,)
Here, B refers to behavior; Bl refers to one's
behavior intention; AB represents one's attitude
towardsthe behavior; SN represents one's subjective
norm; PBC refers to perceived behavioral control;
and wl, w2 and w3 represent the weights for each
factor. This relationship between the key variables
attitude/intention and behavior isexhibited infigure
2.

Taylor and Todd (1995) made a research on the
theory of planned action in the specific context of
new technologies. Theauthorsused existing literature
inorder toidentify antecedentsof attitude, subjective
norms and perception of control. Their results show
that factors that determine attitude are perceived
utility, perceived ease of use and compatibility. As
for subjective norms, it seemed that the influence of
peers and superiors had the greatest impact. Finally,
self-efficacy and positive conditionssuch asavailable
resources and technology are considered as factors
determining the perceived behavioral control.

Theory of Reasoned Action suggeststhat a person's
behavior isdetermined by hig/her intention to perform
thebehavior and that thisintentionis, inturn, afunction
of hig/her attitude toward the behavior and his/her
subjective norm. The best predictor of behavior is
intention. Intention isthe cognitive representation of
aperson'sreadinessto perform agiven behavior, and
it is considered to be the immediate antecedent of
behavior. Thisintention isdetermined by threethings:

their attitude toward the specific behavior, their
subjective norms and their perceived behavioral
control. The theory of planned behavior holds that
only specific attitudestoward the behavior in question
can be expected to predict that behavior.
Inaddition to measuring attitudes toward the behavior,
we al so heed to measure peopl €'s subj ective norms-
their beliefs about how people they care about will
view the behavior in question. To predict someone's
intentions, knowing these beliefs can be asimportant
as knowing the person's attitudes. Finally, perceived
behavioral control influences intentions. Perceived
behavioral control refers to people's perceptions of
their ability to perform a given behavior. These
predictorslead to intention. A general rule, themore
favorable the attitude and the subjective norm, and
the greater the perceived control the stronger should
the person's intention to perform the behavior in
question.
Research M ethodology
To assess the attitude for internet banking, a survey
was conducted ontotal of 150 respondentsfrom magjor
citiesof Gujarat State-India.
s SamplingMethod : Judgment Sampling
Method (Non -
Probabilistic Sampling

Method)

s SamplingUniverse:  Banking Customers

< Sampling Unit Internet Banking
Customer

¢ Instrument for Survey : Structured Non -
Disguised Questionnaire
using 7 Point Scale

Analysis

As seen in the model three components were
examined and then combined to form behavioral
intention (BI), i.e. attitude towards the object,
subjectivenorms & perceived behavioral control. In
the case of attitude towardsthe object waseval uated
by asking the respondents about their belief towards
the object and the strength of the belief. Subjective
norms were examined by normative beliefs and the
motivation to comply with it, while in the case of
perceived behavioral control is examined by using
two factors control belief and perceived importance
of control. All three components combined give Bl
as the resultant.

As per the respondents profile shown in table
nolmost of the respondents using internet banking
bel ongsto the age group 20 to 40. The gender using
most of the internet banking is male i.e. 78%,
classifying by the education most users are either
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graduate of post graduate. Company employees are
mostly using internet banking 42%. Thisindicatesthat
the new age customers are more likely to use the
internet banking. It has been observed that with the
age of more than 50 are using internet banking by
mere 2.0%.

Tableno 2 depictstheinterna consistency reliability
using SPSS10.0 was assessed by computing
Cronbach's apha. The value ranges from 0.7368 (?
nbj mcj) to 0.9156(for perceived behavioral control).
Hair, Anderson, Tatham and Black suggested that
the lowest limit for Cronbach's apha be 0.70. All
constructs in our research model demonstrated
acceptable reliability. These coefficients are
represented for each of the constructs. It is clear
from the table that some of the variables values are
lessthan 0.70; they are A2, A4, b3e3 BL 3, nb2mc2
& nb3mc3. This state that the variables are less
reliable but as none of the resultant variable (Attitude
towards the object, Subjective Norms, Perceived
Behavioral Control & Behaviora Intention) ishaving
less than 0.70, all the variables can be treated as if
they all arereliable.

Fromthetable 3itisclear that all the responsesfall
between 0 to 90 (in three categories) with highest
percentageinthefirst 0to 30 category. Theincrease
in value of attitude component points towards the
valuesof beliefs and theimportance of the belief for
the consumer. Here most of the valuesarein 0to 90
category, this depicts that most of the consumers
have marked (on aseven point scale) on lesser value
and this is not in the list of important factors for
consumers.

Thevaluesin the table 4 depicts that the consumers
areinfluenced by peoplein one'ssocial environment
on his/her behavioral intentions. The highest
percentageis in the first category O to 30. It means
that either the values of normative beliefson aseven
point scale are smaller or motivation to comply with
it has a relatively less weightage assigned by
consumers. Even 100% of theresponsesfall between
0to 90 range. Thisdenotesthat the consumers don't
get much influenced by others in his/her social
environment and the later does not much affect the
behavioral intention.

Table5 showsindividual'sperceived ease or difficulty
of performing the particular behavior (Ajzen, 1988).
It is assumed that perceived behaviora control is
determined by the total set of accessible control
beliefs. Here the highest value in the table is 49
(32.67%) that isinthe 121 to 150 range & inthe 91
to 120 range the frequency is 35 (23.33%) this

indicates that either control belief has higher value

or the perceived power of the control factor has a

higher value assigned by the consumer. Consumer

believesthat he/she has higher perceived behavioral
control over his’her behavioral.

Table 6 shows an indication of an individual's

readiness to perform a given behavior. Here the

frequency of responses is distributed in 0 to 120

range. Thisindicatesthat the responses are different

and different consumers are showing different level
of willingnesstowards performing the behavior, asin
our caseit iswillingnessto adopt internet banking.

Hypothesis 1:

Null Hypo HO  All three elements, attitude towards

the obj ect, subjective norms & perceived behavioral

control are not different for consumers.

AltHypoH1 All three elements, attitudetowards

the obj ect, subjective norms & perceived behavioral

control are different for consumers.

Based onthevaluesgiveninthetableno. 2, 3,4 & 5,

to measure the extent to which the data match in-

between Chi-Square test was executed and the

resultsare shown intableno 7:

a) 33 cells (100.0%) have expected frequencies
less than 5. The minimum expected cell
frequency is 1.5.

b) 35 cells (100.0%) have expected frequencies
less than 5. The minimum expected cell
frequency is 1.4.

c) 36 cells (100.0%) have expected frequencies
less than 5. The minimum expected cell
frequency is 1.4.

d) 39 cdls (100.0%) have expected frequencies
less than 5. The minimum expected cell
frequency is 1.3.

Table no. 7 indicates that for all the variables

asymptotic significance is greater than 0.05 that

indicatesthat all thevariablesaredifferent in nature
as well as the values are concerned. Results show
that all the consumerstreat thevariablesviz. attitude
towardsthe object, perceived behaviora control and
subjective norm differently and specifically more
importantly assign different valuesto thesevariables.

Now we haveto find out the whether the behavioral

intentionis affected by all three variables.

Hypothesis 2:

Null Hypo HO  All three elements, attitude towards

the obj ect, subjective norms & perceived behavioral

control do not affect behavioral intention equally.

AltHypoH1 All three elements, attitude towards

the obj ect, subjective norms & perceived behavioral

control affect behavioral intention equally.
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Here regression model has been used to analyze the
relationship between all the elements
Inthetableno. 8, 9 & 10 correlations are presented
between attitude & behavioral intention, perceived
behavioral control & behavioral intention and
subjective norm & behavioral intention. In all cases
significance level is 0.000 which means that the
relationship between all the variablesis significant.
Inthefirst case p valueis0.478, second case p value
is0.713 and in the third case p value is 0.767. The
values indicate that the relationship is strong and
except the variabl e "attitude towards the object’ (with
avalueof 0.478), each of thetwo variablesare having
very strong relationship between perceived
behaviora control with behavioral intention and
subj ective normswith behavioral intention.
Limitations

Despitethis, the study has some potential limitations.

First, although intentionto useinternet banking was

measured, the relationship between intention and

behavior was not. However, this is not a serious
problem because TPB predict behavior form
intention. Additionally, thereissubstantial empirica
support for the intention-behavior link. Ajzen and

Madden found a similar result for TRA and TPB.

Second, the sample sizeismere 150 units, limited to

some metro cities of the state Gujarat which may

not represent the entire population. Third, various
internet banking systemsare used by many different
people. In other situations, subjective norm may
influence behavioral intention. An objectivefor future
research would be, to identify the conditions under
which Subjective Norms & Perceived Behavioral

Control areimportant.
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Figure 1. Theory of Reasoned action
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Figure 2. Theory of Planned Behavior from Dillon and Morris (1996)

Hypothesis 1.
Null Hvbo H All three elements, attitude towards the object, subjective norms & perceived
YPOTo 1 hehavioral control are not different for consumers.
Alt Hvoo H All three elements, attitude towards the object, subjective norms & perceived
ypo behavioral control are different for consumers.
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Hypothesis 2:

Null Hvbo H All three elements, attitude towards the object, subjective norms & perceived
YPOFo | hehavioral control do not affect behavioral intention equally.
Alt Hvoo H All three elements, attitude towards the object, subjective norms & perceived
ypo behavioral control affect behavioral intention equally.
Appendix
Table 1: Demographic Data of the Respondents
Category Value Frequency | % age
Gender Male 117 78.00%
Female 33 22.00%
Age <20 3 2.00%
20-29 66 44.00%
30-39 51 34.00%
40-49 27 18.00%
>50 3 2.00%
Education | High School Or Less 9 6.00%
Graduate 72 48.00%
Post Graduate 69 46.00%
Occupation | Student 27 18.00%
Academics 21 14.00%
Company Employee 63 42.00%
Govt. Employee 6 4.00%
Businessman 15 10.00%
Sdf-employed 9 6.00%
Other 9 6.00%
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For finding the validity of the data available Cronbach's alpha (Internal Consistency Reliability)

Table 2: Cronbach's alpha (Internal Consistency Reliability)

has been carried out. The results are shown in the below given table.

Item

PCB

A SN

ZCbkpfk Zbia

Bl | Znbymg;

Cronbach’s
alpha

PBC,

0.781

PBC,

0.862

PBC;

0.882

PBC,

0.766

0.9156

A1

0.746

Az

0.659

As

0.779

A4

0.693

0.8999

SN,

0.845

SN,

0.835

SN3

0.814

0.8794

Cblpf 1

0.789

Cbzpf 2

0.808

cbspfs

0.814

0.9118

b.e

0.818

b.e

0.756

bses

0.501

0.8197

Bl

0.801

Bl,

0.754

Bls

0.503

0.8504

nb;mc;

0.850

nb,mc,

0.669

nbsmcs

0.634

0.7368

Table 3: Attitude Component

Range Frequency | Percentage
From To
0 30 100 66.67%
31 60 40 26.67%
61 90 10 6.67%
91 120 0 0.00%
121 150 0 0.00%
151 180 0 0.00%
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Table 4: Subjective Norm

Summer Internship Society

Range Frequency | Percentage
From To
0 30 80 53.33%
31 60 52 34.67%
61 90 18 12.00%
91 120 0 0.00%
121 150 0 0.00%
151 180 0 0.00%
Table 5: Perceived Behavioral Control
Range Frequency | Percentage
From To
0 30 12 8.00%
31 60 31 20.67%
61 90 19 12.66%
91 120 35 23.33%
121 150 49 32.67%
151 180 4 2.67%
Table 6: Behavioral Intention
Range Frequency Per centage
From To
0 30 13 8.67%
31 60 44 29.33%
61 90 62 41.33%
91 120 23 15.33%
121 150 3 2.00%
151 180 5 3.33%
Table 7: Test Satistics
N Per ceived .
Attitude S“,E’ljoicrﬂve Behavioral E:i'::xfgr?]
Control
Chi-Square (a, b, c & d) 9.400 14.400 9.040 15.520
Degree of freedom 32 34 35 38
Asymp. Sig. 1.000 .999 1.000 1.000
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Table 8: Correlations between Attitude and Behavioral Intention

Attitude Blft'gtigr?'
Attitude Pearson Correlation 1 0.478**
Sig. (2-tailed) 0.000
N 150 150
ﬁ‘mgd Pearson Correlation 0.478** 1
Sig. (2-tailed) 0.000
N 150 150

** Correlation is significant at the 0.01 level (2-tailed).

Table 9: Correlations between Subjective Norm and Behavioral Intention

Subjective Behavioral
Norm Intention
Pearson Corréelation 1 0.713**
Subjective Norm | Sig. (2-tailed) 0.000
N 150 150
Pearson Correlation 0.713** 1
Behavioral - -
Intention Sig. (2-tailed) 0.000
N 150 150

** Correlation is significant at the 0.01 level (2-tailed).

Table 10: Correlations between Perceived Behavioral Control and Behavioral Intention

Perceived .
Behavioral Ei(re]th:r\:tli?)rr?l
Control
Perceived Pearson Correlation 1 0.767**
Behavioral Sig. (2-tailed) . 0.000
Control N 150 150
Pearson Correlation 0.767** 1
Behavioral - -
Intention Sig. (2-tailed) 0.000
N 150 150

** Correlation is significant at the 0.01 level (2-tailed).
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